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No Substitution 


of a poor newspaper for a first-class 


| 





one can be made to pay an advertiser. 

A town crier proclaiming your wares 
from the house-tops of a deserted 
village, or before the gates of the poor- 
house, would, in many cases, be quite 
as good a substitute, and, doubtless, 
would cost less. 

Poor circulation and no circulation 
are about on a par. Their substitution 
for the honest article is a fraud. 


The San Francisco Examiner 


is the leading newspaper west of 
Chicago. By this we mean it leads all 
others in its appointments, enterprise, 
attractive features and the number of 
copies actually printed and sold daily. 


W. J. RITCHIE, Eastern Agent, 
186 & 187 World Building, New York. 
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Gets The Business. 
AAAAAAAAAAAAAAAS 





Men with enterprise and grit in their 





make-up make money in such times as the 


present. 


Seeing that the panic has passed, they, 
without delay, use every means to advertise 
their business. 

They sell goods, while the scared fellows 
keep quiet and wonder when the shower will 


be over. 





The gritty men get the business; the 
timid ones get the blues. 
—— 


The 1400 local papers of the Atlantic Coast Lists 
are used to great advantage by the plucky man. 

They help him to get rich. 

One order, one electrotype does it. 


=> 


ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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THE SAN FRANCISCO NEWSPAPER 
CARRIER SYSTEM. 
By W. F. Ritchie. 
(Late Superintendent of the San Francisco 
Examiner circulation.) 

Several daily newspapers in our great- 
est American cities claim to be ‘* home 
newspapers,” and one of the great 
New York dailies asserts that it is the 
‘*American Home Newspaper,” and 
the ‘*‘ Home Newspaper of the Greater 
New York.” So confident is the pub- 
lisher in the strength of his claim that 
he makes it a part 
of both the title and 
editorial head of 
this very enterpris- 
ing and widely-cir- 
culated journal. 

The distribution 
of this newspaper, 
however, is practi- 
cally the same as 
that of the other 
New York dailies— 
through the news- 
stands. It is pos- 
sible that a larger 
proportion of the 
newsdealers’ sales 
of this one news- 
paper may be by 
delivery at resi- 
dences than of the 
sales of its contem- 
poraries. But there 
can beno such thing 
as a thoroughly home newspaper with 
a system of delivery like that of New 
York—a monopoly, almost, of news- 
stand sales. 

In towns of ten to forty thousand 
people, in the interior of the country, 
the daily journal is a home newspaper, 
for the delivery is by carriers, and the 
news-stand is an unknown quantity. 
There is also one city, a metropolis of 
the first class, in the United States, 
where the carrier is still absolute, and 
the great metropolitan daily is above all 
else a home newspaper—San Francisco. 


NEW YORK, SEPTEMBER 27, 1893. 





W. J. Rivcuie. 





No. 13. 


Here the system of the interior town is 
retained in all its completeness, with 
such change only as is necessary to 
adopt it to the prompt and effective dis- 
tribution of a great daily newspaper. 
This system dates back to almost the 
birth of the newspaper in San Francisco. 
It is without doubt the most perfect in 
detail, and, I contend, the most success- 
ful of any system of newspaper deliv- 
ery in the world; for this reason some 
brief facts as to its working may be of 
interest. 

The price of the leading daily news- 
papers in San Fran- 
cisco is fifteen cents 
a week, including 
Sunday. This is 
the price of the Z.x- 
aminer, the Chron- 
ticle, and the Ca//— 
all morning news- 
papers. The £ven- 
iny Bulletin is fif- 
teen cents for six 
issues, and the Post 
and Report (both 
evening dailies) are 
each fifty cents a 
month, or twelve 
and a half cents a 
week. The Fx- 
aminer best illus- 
trates the system. 
On this paper there 
are forty routes in 
San Francisco, cov- 
ering a distance of 
about seven miles from the office—the 
city being divided into 40 distinct, fixed 
and compact districts. The number of 
subscribers averages 750 to each route, 
varying from 400 in scattering districts 
to 1,200 in thickly settled portions of 
the city. The limit is 1,200 for any one 
route, and when that number is exceeded 
the route is divided, the object being 
to prevent any one man having more 
than that number of subscribers to look 
after. Each carrier has from two to 
four boys, (usually school boys), who 
are paid $2.00 a week. The carrier 
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owns the route, and, except where 
near the office, he keeps a horse and 
buggy. His boys are stationed at dif- 
ferent points on the route, while he goes 
to the office and gets the papers and 
delivers to them at about 5 o'clock each 
morning. The carriers of the most 
distant routes are given precedence in 
delivery from the press-rooms, and 
each delivery is so timed that every 
copy is delivered on the door-step of 
the subscriber before 6.30 o'clock. 
One boy can deliver from roo to 350 
papers—according to territory cov- 
ered. In level and widely-scattered 
sections the boys are provided with 
saddle ponies. When extra heavy is- 
sues of the paper, of 24 to 36 pages, are 
gotten out, the carrier has to meet his 
boys at several points on their routes 
and deliver from his buggy. 

The carrier gives his whole time to 
his route. During the day he collects 
his bills and canvasses for new sub- 
scribers. He is expected to visit every 
new resident in his district, and to keep 
posted on all old ones who do not take 
the paper. If not found at home, they 
are visited at their places of business. 
In short, the successful carrier must be 
a hustler of the first class—a man to 
call early and often. His book of sub- 
scribers and the addresses of his boys 
are open to the inspection of the super- 
intendent of circulation at alltimes. A 
spacious room is provided near the 
press-rooms, where the carriers put to- 
gether the sections of each issue and 
lay out the papers for their different 
routes. Newspapers for hotels, apart- 
ment and boarding-houses are all di- 
rected by a Dick mailer and tied in 
separate bundles. This is done to 
please the subscriber, and it acts as a 
good preventative against ‘‘ borrowing” 
and going astray. 

This system prevails also in Oakland, 
Los Angeles, San Jose, Sacramento, 
and other large cities, where the San 
Francisco dailies circulate, just the 
same as in San Francisco. A local 
agent has charge at those places, but 
the carriers and the routes are all under 
control of the superintendent of circu- 
lation, the same as in San Fran- 
cisco. The prices charged the carriers 
are from nine to eleven and a quarter 
cents a copy per week, according to 
the territory. The more distant and 
widely distributed route gets the lower 
rate ; in other words, the price is regu- 
lated for each route, according to cost 
of delivery. The price to all interior 





towns is nine cents, the agents paying 
the express charges of one centa pound, 
The Oakland papers are sent across 
the bay (five miles) by a tug owned by 
the Examiner, as the ferry-boats don’t 
run after midnight. No return copies 
are allowed, and payment for papers 
must be made weekly. 

The carriers supply such news-stands 
as come within their routes, although 
the few newsboys that manage to exist 
under this system are allowed to buy 
their papers direct from the office. 
Except for the fact that single copies 
of all papers sell for five cents each, 
the newsboy would be unknown in San 
Francisco ; he is not numerous as it is, 
and his trade is precarious at best. 

As an adjunct to this system there is 

a complaint clerk. His duty is to in- 
vestigate and right all complaints from 
subscribers. All ‘‘stops’’ are also 
visited by him, and he must ascertain 
why the paper was stopped, in every 
instance, from the subscriber in person, 
and render in writing his report to the 
superintendent of circulation. This 
has a tendency to insure good service. 
A fine of fifty cents is imposed on the 
carrier for every case of failure to de- 
liver the paper at the house before half 
past six o'clock. ‘These fines average 
about fifty cents a month to each car- 
rier. 

While the routes are owned by the 
carriers, the newspaper reserves con- 
trol, and will sell the route to some 
other party if the service is not good, 
the proceeds to be given to the owner 
of the route after deducting indebted- 
ness or paying any claim or lien 
existing on the route. These routes 
command a ready sale at from $5.00 
to $7.00 a name, the price being 
regulated according to the character 
of the district, a business quarter or a 
district made up of working people 
not bringing so high a price as a grow- 
ing, residence section, where the pro- 
spective increase of subscribers is great- 
er. Thus a good route with 600 names 
will bring $3,600. The net profit on 
such a route is about $20 a week, after 
deducting expenses. If the carrier can 
run up his list to 1,200, it will net him 
$40 a week, besides increasing the value 
of his route over $3,000. All sales or 
division of routes must be subject to 
approval of the newspaper proprietor. 
The forty Zxaminer routes in San 
Francisco represent a capital of $240,- 
000, and would probably sell for more 
than that sum ; while the routes on the 
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same paper in Oakland, Berkeley, Ala- 
meda, San Jose, Sacramento, Los 
Angeles and Stockton would command 
$100,000 more. It is safe to say that 
the total carrier routes and selling fran- 
chises of this one newspaper are worth 
nearly half a million dollars. 

The routes are considered good se- 
curity for loans. They are sought 
after by prudent mechanics or indus- 
trious workmen who have laid by a 
snug stake of $2,000 or $3,000 in the 
savings bank; oftentimes routes are 
bought for young men by parents or 
«relatives to give them a start in life. 

The moral effect on the newspaper 
of having 100 industrious, bright men 
interested in its success, and working 
constantly to enlarge its usefulness and 
permanent circulation, is most salutary. 
rhe result is, what no other system can 
accomplish—it makes of the great 
metropolitan journal a_ thoroughly 
Home Newspaper. 

a 
THOSE HAT ADVERTISEMENTS. 
‘By Newcomb Cleveland, 


The article by Top O’Collum in last 
week’s PRINTERS’ INK only makes it 
more evident that we need to consider 
afresh first principles in the art of ad- 
vertising. 

He declares himself in favor of the 
Knox advertisement, with the head- 
line ‘‘It Takes Congress,” and no 
other display, as against the Miller 
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Tue Knox ADVERTISEMENT 


card, where the words ‘‘ Miller's Fall 
Hats” are in heavy display type. 

I regret that I am still obliged to 
differ with him on this point. Were 
Ia hatter I would rather pay double 
rate, if necessary, for the Miller setting 
than to take the Knox at half price. 

What are advertisements for? Why 
do business men pay out cold cash for 
the privilege of using space in news- 
papers? To sell goods, we say. 











PRINTERS’ INK. 341 


Whose goods? TZkeir goods, Not 
the wares of some one else. 

Their own name, or the name of the 
article they have to sell, is the most 
important thing to have published. 
Without it, all else is absolutely value- 
less. No business house in New York 
would give five cents for a page space 
if their name were not mentioned, 
directly or indirectly. 

Unless the name be remembered, 
either exactly, or enough of it so that 
it can be recognized afterwards, or un- 
less a partial impression of the name 


MILLER’S 
FALL HATS 


Now on Sale 
at 


164 BROADWAY, near Maiden Lane. 
1147 BROADWAY, bef. 26th and 27th Sts. 








Tue Miter ADVERTISEMENT. 


be made, to be deepened the next time 
the advertisement is seen, the adver- 
tisement is a total failure, I care not 
how attractive it may have been, what 
the head-line was, or how fine the en- 
graving. 

In addition to the name, it is usually 
desirable to advertise some special 
characteristics of the articles to be 
sold, or, in the case of a store, to 
make prominent some particular line 
of goods, This step is often as im- 
portant as the first, and here is the 
opportunity for head-lines, catch 
phrases, illustrations, and what not. 

But there are times when all that is 
desired is to have the name itself made 
familiar, and the case of the hats seems 
to come under this heading. 

Every September it is the custom of 
New Yorkers to buy new hats, These 
hats, of the, better grade, are made 
mostly by three or four leading manu- 
facturers, whose names have been 
heard at some time by probably every 
resident of the city. Their hats are 
considered very nearly the same in 
workmanship as they are in price. 
The difference is in the shapes of the 
hats and in that intangible something 
which gives to one house a reputation 
slightly different from that of another, 
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which 





but cannot be cxpressed in 
type. 
These being the facts, it is simply 
a question of making the name promi- 
nent before the public at the proper 
season of the year. Persons are apt to 
forget. Let them be reminded of the 
Knox, the Miller, the Dunlap hat. 









Evidently that was the idea that 
prompted the advertisements under 
discussion, 


The Knox people, in their advertise- 


OCLEVELANDS¢29 


Rises to the 
Situation. 


Wonderful how cake, © 
biscuit and the like will F 
rise with the aid of a 


E 


small quantity of 


and 


ino Powder 


It takes more of other 
brands to do the work. 
Cleveland’s acts like magic. 
Cooks like it on this ac- 
count. 


‘Pure & Sure. 


A quarter pound can mailed on re- 
ceipt of 15 cents in stamps. Cleveland 
Baking Powder Co., New York. 
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BAKING-POW DER-G*s 


ment, state the price, *‘ only $5.00.” 
As that is about the highest price at 
which Derbys are ever sold, it is not 
an irresistibly attractive feature. 

They also say, ‘‘none genuine with- 
out the world-known trade-mark.” 
But a trade-mark does not affect thie 
quality or desirability of a hat one way 
or the other, and as the mark, in this 
instance, is not described, where is the 
point ? 

If the Knox people had any other 
purpose than to make the name Knox 
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familiar to the public, it is not visible 
to the naked eye. 

The problem then becomes a simple 
one, Shall we take the reader to Jersey 
City by way of Albany, or directly 
across the river ? 

Top O’Collum thinks there would be 
a stronger impression from a name in 
small type in the middle of a twenty- 
two-word sentence than if in large type 
at the beginning of a six-word one, 
This would be true if some new or in- 
teresting idea were associated with the 
name. But in this case there is no 
idea answering to that description. 

Both houses secured good location 
on the same page. Miller set the 
words, Miller’s Fall Hats, in heavy 
display type, and, in the location given, 
it was a physical impossibility for the 
eye to glance over that part of the 
page and not receive an impression 
from those words, consciously or un- 
consciously, There were the words 
right before one’s eyes, and the only 
way not to see them was not to read 
on the page. ‘The name may have 
made little impression the first day, 
but the second day there it was again, 
and the third day, and the fourth. 
Every day an impression, however 
slight, from the words Miller’s Fall 
Iats. 

The other advertisement was also 
well placed, but the word Knox was 
not displayed at all. A man could 
read right alongside of it for days and 
months and not have the remotest idea 
of what was being advertised. The 
presence of an advertisement in that 
particular place would be felt, the 
head-line would, without doubt, catch 
the eye, but the name itself would 
never be known unless the advertise- 
ment were read entirely through, 

lhe claim is made that business men 
are likely to read through an advertise- 
ment with a head-line as interesting as 
‘* It Takes Congress.”” There are men 
who would do this, no doubt. Person- 
ally I do not know any. 

In magazines and with women read- 
ers it is different, but as to men readers 
of daily newspapers in the city of New 
York I doubt ii one man ina thousand 
makes a practice of reading advertise- 
ments with blind headings, in the possi- 
bility of striking something of interest 
deeper down. 

As to news about Congress, there is 
more of that in the regular news columns 
than most men can digest. Why should 
one go to advertisements for an ade 





























ditional quantity? As for that, not 
even an inmate of Flatbush Asylum 
would expect to find important genuine 
news about Washington matters in a 
two-inch display advertisement. 

The theory on which this advertise- 
ment was constructed, in my humble 
opinion, is entirely wrong, and I again 
assert that, ‘considering all the circum- 
stances, the Miller advertisement is in 
many respects a model one.” 

I do not say that a simple six-word 
card like that would be the best for all 
businesses and in all publications. It 
certainly would not be. Neither do I 
contend that the Miller card is the best 
that could possibly have been devised. 
And of all things I do not indiscrimi- 
nately condemn catch phrases and ef- 
forts to make advertisements interest- 
ing and attractive. It all depends on 
the object in view. If it be to estab- 
lish the sale of some new article, a 
mere repetition of the name would 
never do it in the world. 

What I do say is that there are many 
times when the simplest advertisement 
is the best one. The fact that such 
advertisements are “ old-fashioned ” 
has nothing to do with it. So is hon- 
esty old-fashioned. 

As to Cleveland’s Baking Powder 
advertising, the sentence quoted in last 
week’s issue gave a wrong impression, 
for, although a catch phrase was used, 
it was less conspicuous than the name 
of the goods, and the same is true of 
at least 650 out of the 7oo and more 
advertisements used by the Cleveland 
Company. 

Artistic advertising is a first-rate 
thing. It is an art calling for careful 
study and the best of judgment. To 
go it blind, without reference to the 
necessities of each case, the peculiar 
circumstances affecting the work in 
hand, the variety of people in the 
world, and the fact that some persons 
will not read advertisements at all, no 
matter what the head-line, is to make 
a grave error, the importance of which 
will not be appreciated until a good 
while afterwards. 


eS 
The Chariton, lowa, Hera/d is a Republi- 
can paper, and anybody who says that it is a 
People’s Party paper not only proves his ig- 
norance, but also proves that Fe is not ac- 
quainted with Chas, B, Brown & Co., the pro- 
prietors. The Heradd publishes the largest 
edition emanating from Chariton, the county 
town for Lucas ae 
Of Course.—Reporter : How do you want 
your name printed ? 
Old Soak—In full,—Z x, 
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HONEST ADVERTISEMENTS. 


Advertisements are not invariably 
composed to enhance the value of the 
wares they describe. We meet with 
them of all kinds, and many of them, 
so far from appealing to our love of 
gain, suggest, if not loss, great trouble 
and inconvenience, which only philan- 
thropic natures can be expected to face. 
Here is one from a church paper, in- 
serted, no doubt, by some good woman 
who has done her best for a young per- 
son of her own sex in vain before ap- 
pealing to a Christian public: ‘* Will 
any one undertake, as servant, a bright, 
clean, neat girl, who is deceitful, lazy, 
and inclined to be dishonest?” Let 
us hope that somebody will. There is 
nothing, at all events, deceitful in the 
description of the ware the advertiser 
wishes to dispose of, The carefulness 
she exhibits to enumerate the virtues, 
such as they are, of her unpromising 
protegee seems itself a guarantee of 
good faith. One can fancy her saying 
to herself, ‘* What can I say with truth 
in favor of this unfortunate girl?” 
‘* Neat, bright, and clean ”—-one could 
say as much of a drawing-room grate— 
and yet it is manifestly all that can be 
said. 

Another philanthropic lady recom- 
mends a young woman as “ under- 
housekeeper, aged twenty-two, ener- 
getic, domesticated, thoroughly trust- 
worthy, great misfortune in losing 
right arm, but good artificial one.” 
This, too, is very honest, for if the ar- 
tificial one is so excellent, the substitu- 
tion might never have been discovered. 
It is always most right and proper that 
any little loss of this kind should be 
confessed to. In one, I think, of 
Theodore Hook’s stories, reticence 
upon this point ruined the happiness 
of a married couple from the first. 
The bridegroom, departing with his 
bride for their honeymoon, is disturbed 
by a continual tapping on the floor of 
the post-chaise. It begins to bother 
him exceedingly, though he ought to 
have been thinking of other things. 
‘What the deuce is that noise?” at 
last he mutters. ‘‘It is nothing, dar- 
ling,” answers the bride sweetly ; ‘* it 
is only my wooden leg.” Only that 
and nothing more. She had got 
accustomed to it from long use; but 
the information put him out ex- 
ceedingly and caused a_ coolness 
which was permanent.—London J/lus- 
trated News. 
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Mr. W. J. RITCHIE, who has lately 
come to New York to represent the 
San Francisco Examiner, is a Canadian 
by birth. He was educated in Ottawa 
Coliege, but gained his first newspaper 
experience in St. Paul, where he was 
connected with the Pioneer-Press. 
From there he went to San Francisco, 
where he served for some four years as 
manager of the circulation department 
and assistant business manager of the 
Examiner. ‘The excellent likeness on 
another page will serve to introduce 
him to those advertisers who have not 
already made his acquaintance, 


seepepees ice: aes 
THE engagement of Edward W. 
Bok, editor of the Ladies’ Home Jour- 
nal, to the daughter of the distin- 
guished proprietor of that paper has 
been the occasion of some notable fes- 
tivities in the journalistic world. Ata 
recent dinner given in honor of Miss 
Curtis Eugene Field presided, and 
James W. Scott, H. H. Kohlsaat and 
Melville E. Stone were present. 





—— 
MORE MIS-SENT COPIES. 


Unitep States Book Company, } 
sand 7 E. 16th St., 
New York, Sept. 21, 1893. 
Editor of Pwinters’ Ink 
Very frequently three ond sometimes four 
copies of Punters’ Lyk addressed to different 
parties have been received by me, and inas- 
much as the copy for which I subscribed sev- 
eral months ago rarely reaches me, I beg to 
call your attention to the fact; it is * probably 
a case where /ost-office authorities are to 
blame, 
Two copies which I now have before me are 
addressed to Standard Publishing Co., an 
. P. Puolain, both No, 5 and 7 East 16th St., 
New York. 
Your kind attention to oe matter will 
greatly oblige, . HoLsprook, 


— 


THAT $24,833.50. 





Orrice oF H, E, Patrerson, } 
General Agent for ** Encyclopedia 
Britannica,” 15 LAKEsIpE BLpc., 

Cnicaco, Sept. 14, 1893. 
Publishers of Pwinters’ Ink: 

I have read and admired Printers’ INK for 
some time, I have always felt that an injus- 
tice was being done it by the last administra- 
tion at post-office headquarters, albeit I am a 
a I often wondered whether it 

ig-headedness or a personal feeling. I 

ced x4 the advisability of a lawsuit, under 

qv circumstances, but those $24,833.50 should 

be returned to your credit, and I don't know 

why your member of Congress could not be 

induced to secure you your rights in the prem- 
ises, as suggested by K. M. Turner. 

All I have to say is that I trust you won't 
give upthe fight until you have secured what 
you are after. 

Printers’ Ink is good and profitable read- 
ing for almost any one, as copy I send to a 
third party. Pat TERSON, 


ERS’ INK. 


Classified Advertisements. 


Aduortioomnents under this head. two lines_or 
ore, without display, 25 cents a line. Must 
be handed in one week in advance. 


WANTS. 


WE WANT to do good printing for you. 
PRINTERS’ INK PKESS. 10 Spruce St,, } 


W AN'TED—A list of local News Bureaus. Send 
in yourname. Address * CU. M. B.,” P.O. 
Box 709, New York. 


WISH to ye & ee daily or weekly in 
some eS dress, with fullest de 
tails, “ R. x sale, Lea York. 


ie LUSTRATED features for ne wspapers. 

tistic, attractive, cheap. Send ta proofs p" 
yarticulars. Address CHAS. HARPER, 
Jolumbus, Ohio. 


A? Nexperienced newspaper foreman, capable, 
4 rehable and economical, desires engage- 
ment. Not a member of the I. T. U. Address 
“22,” care Printers’ Ink 


VW ANTED-To purchase a newspaper, Kepub- 
lican or independent preferred. State 
yrice and terms. Address OLIVER BEATTY, 276 
fourth St , Detroit, Mich 
( YUTS for advertisers Bright, attractive, 
chea Absolute satisfaction guaranteed 
Send tor ate yroots and particulars. Address 
CHAS, W. HARPER, Columbus, Ohio. 


W ANT ADVERTISEMENTS in PRINTExs’ INK 
under this head, four lines (twenty-five 
words) or less, will be inserted one time for one 
dollar. For additional space, or continued in- 
sertions, the rate is 25 cents a line each issue 


A N all-around newspaper man, 30 years of age, 
15 years’ experience in one department or 
another, and thoroughly practical desires to pub- 
lish a paper on mC ye pure hase on easy 
terms. Address “ Z. L .»” Box 202,Canastota, N.Y. 


yy seoserrs attracts trade. Ideas on every 
one of the 160 pages (9x12) of “A MINT oF 
HInts ” that are worth cost of entire book, ey 
post-paid. Send for —_ page. GRIFF TH, 
AXTELL & CADY CO.. Embossers, Holyoke,Mass. 


GENTLEMAN, having tw twelve years’ success- 
d ful experience in soliciting advertising, de 
sires to purchase an interest in some well-estab. 
lished high-class newspaper or magazine, where 
his experience and connections may be utilized, 
the price to be based on the net earnings for the 
last five years. Address “ P.,”’ care Printers’ Ink. 


\ ’HAT can we do for you in Washington? 

Commissions for publishers, advertisers 
and others executed at moderate prices. Inter- 
views secured, literary and news articles pre- 
pared, and business transacted with the Depart- 
ments. Save yourself a trip to the Capital b 
writing to THE ASSOCIATED 9 ab 
PRESS, 918, F St., N. W., Washington, D. C 


+o 


FOR SALE. 











ri ou wish to sell lists of names, advertise 
em in Printers’ Ink. 
$3. 5() 8 » y 4 1 INCH. 5 50,000 copies Proven. 
2) 'S WORK, Athens, Ga. 
NAZETTE ADVER’T RECORD— for Ts, #1 
¥ Testimonials. GAZETTE, Bedford, Pa - 











i ANDSOME ILLUSTRATIONS for papers. Cat 


alogue. 25c. AM. ILLUS. GO., Newark, NJ. 


Pree SALE-—A complete job-office outfit Gor- 

don press, Paragon cutte r, OP ete., nearly 
new, $175.00. Address“*M M.C > P.O. Drawer 
1592, Philadelphia, Pa 


T° a room for larger one, will sell news- 

r rack (wood), perfect order. 9x41% ft. 
50 com fartenenta, each 10%x10% inches. Price 
$7.50. Room 50, Times Building. 


100, O00 A NO. l agents’ letters to welt for 
cash, or in exchange for nag 

Address ATLANTIC TEA AND COFFEE CO., 

8S. Washington Square, New York. 


OR SALE—At | ag a 8. Wilson P interest in 

the stock of D. Wilson eee Ink 

Company, Limited Capital, ress 
“G, P. R.,” P. O, Box 709, N. Y. C ty, 




















ere 
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OR SALE—Controlling interest in leading 
commercial] weekly. Long established ; un- 

exceptional patronage ; paying well; good rea- 

son pow dy Fon A a eeeee ‘Address “R. D.,’ 


pn INK, Oct. 4th, important issue— 

Every old subscriber wiil ge acopy. Over 

Advertisements, oy engage $ 

als la: ed, 50 cents a line ; o page. dress 
ERS’ INK, 10 Spruce St Ne + 


re SALE—The first, second and last pages of 
PRINTERS’ INK for 1894. Also page preceding 
ae page. Price of first and last pages, 
of other two, $6,500 each. 25 percent. re 

+ 4% if contracted for before October Ist. 
SUBSCRIPTIONS. We offer, for 


30, 00 sale or copy: letters containing 

original orders for 30,000 subscriptions to Amer- 

ican Nation, between July and November last 

year Thirty cents accompanied each subscrip- 

tion. Price for the lot, $10) cash; worth three 

en that amount. V. H. RAE & 6o., Box 1729, 
ton 


I ARGAINS IN SECUND-HAND PRESSES—To 

reduce our present large stock of rebuilt 
resses, we will, for the next 60 days, make a 
arge discount from our advertise: d pric - oa 
one interested please send for price and 
special discount sheet. THE BABCOCK + RINT. 
ING PRESS MFG. CO., 9-10 Tribune Building, 
New York City, and New London, Conn 


gow =" Manufacturing center of Pa- 
rgest woolen mills and paper 
mills i the W West Largest — power sta- 
tion in the world—76 water wheels, 250 horse- 
power each. THE ENTERPRISE news and job 
= for sale. Established 1866. One of the best 
ipped offices in Oregon. Republican paper 
oma county. Investigate. Rare chance for an 
energetic man 
——.-.___. 
NEWSPAPER INSURANCE. 
RINTERS’ INK, Oct. 4th, important issue— 
reer old subscriber will get a copy. Over 
50,000. vertisements, classified, 25 cents a line; 
displayed, 50 cents a line; $100 a page Address 
ERS’ INK, 10 Spruce 8t., Ne wr Toe! 


freee INSURANCE COUPONS in news pape rs 

are the great circulation producers. Noth- 
ing equals them for rapidity in obtaining hick, 
est results. Ful) information and rates free _— 
THE COUPON Co., ~~ ~ stained New Yo 











PRE. MIU MS. 


B= goods for mail order business and pre- 
miums for publishers and manufacturers. 
W.N.SWETT & CO., 2 Reade St., New York. 


’ EW illustrated catalogue of the best premi- 

4 os “ad news: pers and manufacturers 4 
c for it and get new business. HC™ 

BOOK CO? COMPANY, 142 & 144 Worth St., New Y ~~ 


I OOK ON HYPNOTISM—Tells how the spell 

is produced. Fast seller. Good for pre 
mium offers. —. $1.50 and $2 * , Sample 
and terms, #1. PROF. ANDERSON, P. I, 182 
State St., Chicago. 


RINTERS’ INK, Oct. 4th, important issue— 
Every old subscriber — a copy. Over 
50,000. Advertisements, classified, 25 cents a line ; 
displayed, 50 cents a line ; $100 page. Address 
PRINTERS’ INK, 10 Spruce St., New York. 


ADDRESSES AND ADDRESSING. 


I F you wish to buy lists of names, advertise for 
them in Printers’ Ink. 


NAMES» and addresses in Ark; 
50, OOC 40,000 , 10,000 trades and pro- 
Pb. si all Augus' mi.) $1 per NG c 
ADDRESS & MAILING CO., Berryville, Ark 


RINTERS’ INK, Oct. 4th, important go 
Every old subscriber will get. a copy. Ov 
50,000. Advertisements, classified, 2 Boushaline; 
ais layed, 50 cents a line ; $100 a page. Address 
ERS’ INK, 10 Spruce St., New York. 


PERSONS who have facilities for betaging ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. More space or 
continued insertions 25 cents a line each issue, 
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ADVERTISING NOVELTIES. 
TRIKING INITIALS FOR = Besoinas 


‘ Only use! ence ; de H 
Advt. Dept., HAINES ‘00. Phila. 


BUYS a_ hi 
5 | 5.00 excellent ~— A article which 
will never gooutof fashion Particu’ 
T. MALEY NOVELTY Co., "Cincinnati, Ohio 


jozen, 








( ‘LOCKS for advertising purposes, by the hun- 
dred or thousand ; paper-we' ad ¢ a. with 
advertisement on dial’ "Address MAS 


CLOCK CO., 49 Maiden Lane, New York, . 


INK, Oct. 4th, 4th, important issue 

“ old subscriber will getacopy. Over 
50,000 vertisements, classified, a ey mcm $ 
displayed, 50 cents a line ; $1 100 a p page A dress 
PR ERS’ INK, 10 Spruce St, Ne 


he: the purpose of inviting announcements 

of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. Cash with order. More s ~ hg con- 
tinued insertions 25 cents a line each iss’ 


fe best means to push circulation and get 
the attention of advertisers is to use our 
per. We publish the prin- 


music plates in god 
— as ee 


cipal “4 _M 
music ill ou 
columns. ye © pay le YORK MUSICAL E HO 
CO , Broadway Theater Building, N. Y 


csgeremceencli icine 
ADVERTISING AGENCIES. 
‘ ™. w. FUAOR. Advertising. 52 Broadway, 
¥ New York 
W ILLIAM HICKS, Advert: sing Agent, 
150 Nassau St., New York 
YEWSPAPER Advertising and peschasing 
4 Agency. 19 East l4th St., New York 
¥F you wish to advertise on. a an where 
at any time, write to the GEO. — 
ADV ERTISING CO , 10 Spruce St., New ‘York 
DVERTISERS and publishers: wa us pret 
d and reliable always. L. 
Newspaper Advertising, 52 Tene sae 
Good service. Best rates. 
RINTERS’ INX, Oc 





t 4th, important issue— 
Every old subscriber will get a copy. Over 
50,000. Advertisements, yr Scents e line ; 
displayed, 50 cents a line ; 
PRINTERS’ INK, 10 prece' St, Now » ee 
— ~+- 


BILL POSTING & DISTRIBU TING. 


I NAIL up signs one distribute circulars. 
J F. ROWELL, Stamford, Conn. 


7OUR circulars mailed with mine at low 
price. A.D. PERKINS, New Haven, Conn, 


| 2RS’ pid Oct. 4th, important issue 
ge A old subscriber will get a copy. Over 
50,000 vertisements, classified, 25 cents a line ; 
dis a ed, 50 cents a line; $100 a page. Address 
PRINTERS’ LNK, 10 Spruce St., New York. 








I OR the purpose of inviting announcements of 
the addresses of local bill posters ry distrib- 
utors, two lines (12 words) or less will be r 

twice under this heading for one a or 
three months for #6 50, or @26a year. (© with 
the order. More onc cents a line each issue. 


ILLUSTRA TORS A ‘ND ILLUSTR ATIONS. 


I ANDSOME ILLUSTRATIONS for papers ot 
alogue, 2c AM. ILLUS. CO., Newark. N 


RINTERS’ INK, Oct. 4th, important issue— 
Every old subscriber will get a cents Over 
50, ane. Advertiseme: nts, classified, 25 cents . ta 3 
= isplay ed, 50 cents a line ; $100a 
NTERS? INK, 10 Spruce St., New at 


THEATER PROGRAMMES. 
DVERTISING Gin N.Y. theater programmes, 


°93- ror rates, etc., address 
ADOL Pu STEIN, 113 E. th St., N. Y. 


| INK, Oct. 4th, important issue— 
old subscriber will eee Over 
50, core Ac vertioemonte, classified 
displayed, 50 cents a line ; $100 a} 
PRINTERS’ INK, 10 Spruce St., New York. 





, 2% centsa line ; 
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TO LET. 


Te LET—Front office in building No. 10 Spruce 
Street. Large and well lighted ; steam heat ; 

electric light For —e particulars address 
GEO. P. ROWELL ¢: C¢ 





RINTERS’ INK, Oct. 4th, important issue— 

sen a old subscriber will get a copy. Over 

vertisements, Classified, 25 cents a line » 

dist a 50 cents a line; $100a page. Address 
plored? INK, 10 Spruce St., New York. 


a 


ADVERTISEMENT CONSTRUCTORS. 








- ecmonaaae A. BATES, 91 World Bldg., N. Y. 


)FFECTIVE ads written. Ask for “Conver- 


“4 sion Card.” JED SCARBORO, StationW,Bkin. 
pass of advertising »repared. Ads written 
singly or in series. -rimers and jingles for 
any business. Terms moderate. JOHN 8. GREY 
care Printers’ Ink. 
BUILD ads with — gy yo qualities ; 
illustrated and otherwise. It may pay you = 
correspond with me. SIDNEY C. LEWI, 
Franklin St., N. Y. City. 


DS of all kinds, primer3, pamphlets and cata- 
logues prepared in original, effective forms. 
IMustrations made and entire charge of a 
ical work assumed if desired. Address JOHN 7 
ROGERS, 769 Monroe St , Brooklyn 


RINTERS* INK, Oct. 4th, important issue- 
Every old subscriber will get acopy. Over 
50,000. Advertisements, classified, 25 ce: ae a 
displayed, 50 cents a line ; $100 a ty New ore ess 
PRINTERS’ INK, 10 Spruce St., New 
es ee 
MISCELLANEOUS. 


I EVEY’S INKS are the best. New York. 
7] 

















yan BIBBER’S 
Printers’ Rollers 
IPANS TABULES cure headache. A standard 
remedy. Order through nearest druggists. 
YAPER DEALERS -M. Plummer & Co., 45 
Beekman St, N. Y., sell every kind of pape r 
used by printers and publishers at lowest prices. 
Full line quality of P’ rinters’ Ink, 
RINTERS’ INK, Oct. 4th, important issue— 
Every old subseriber will get ac opy. Over 
50,000. Advertisements, classified, 25 cents a line ; 
disp nye, | 50 cents a line; $100a e. Address 
NTERS’ INK, 10 Spruce St , New York. 


ADVERTISING MEDIA, 
Q EATTLE TELEGRAPH 
& 











( ur Southern Home,4l 40p. mo mo. Immigration jour- 
nal. Cir’n large, advg. rates low Hamlet,N.C 


WV SConsin AGRICULTURIST. Racine, Wis. 
Proved circulation, 30,000 ; 20 cents a line 


NY person advertising in PRINTERS’ INK 
fA to the amount of $10 is entitled to receive 
the paper for one year. 


LBANY, N_Y., TIMES-UNION, every even- 
4\ ing,and WEE KLY TIMES, reach everybody. 
Larges circulation. Favorite Home paper, 


DVERTISE with the Church Press Associa 
4X tion, incorporated, publishers of eo dl 
church magazines. Samples — rates on appli- 
cation 1058. 18th St., Phil’a., Pa 


$1 will pay for 5 lines eteainnen 4 weeks 
in 100 Tilinois new spapers having @ guar- 
anteed circulation of 1,000 ¢ ery yer week CHI- 
CAGO NEWSPAPER UNION, 10 Spruce St., Bi. Be 
OLUMBUS. Central, Southern. and Southeast- 
ern Ohio offer a rich field for advertisers. 
THE OHIO STATE JOURNAL -Daily, 12,500: 
Sunday, 17,000, and Weekly, 23. covers the 
field. All leading advertisers use it. 


ai INK, Oct. 4th, important issue 
very old subscriber will get a copy. Over 
50,000" Advertisements, Cee Pe od guy Bo ore 

displayed, 50 cents a line; $100 page. A 
PRINTERS’ INK, 10 Spruce St.. Ne ork 





PRINTERS’ 











INK. 


pe BLISHERS who have constantly talked up 
and lauded the value of printers’ ink as the 
secret of substantial success should demonstrate 
that they believe what they assert by using 
PRINTERS’ INK themselves.—Willett F. Cook, A 
vertising Manager of Judge, New York, N N. ¥. 


Figen Bureau of Press Clippings, Frank A. Bur- 

relle, pres’t., 151 Western Union Building, 
New York, issues ‘daily and semi-weekly advance 
information on hewspapers—new, contemplated, 
burned out and suspended ; also on mille. large 
buildings, bridges and electricity. Clippings on 
every possible subjec t. 


HEAR very frequently from the little adver- 
tisements of the Press that have appeared in 
the “Special Notice” department in INTERS’ 
InK. I do not believe it unreasonable to presume 
that every one of those little notices is read with 
zs? Dk and ia” all of the subscribers to PRINT- 
. O'R. Tucker, Daily Press, Troy, 








81s | -4 JBC WILL Pay for 5 lines (40 words) one 

e year, Ji2"insertions. in the Brock- 

ton jh DAILY MEN RISE, circulation 
7,300. Brockton Se oummanda center for 50, 

pee ople. Foreign advertisers fird the ENTER- 
RISE profitable to use Medical ads not de- 

sired Send for specimen copies. Mention 

Printers’ Ink. 


( ‘LASSIFIED ADVERTISEMENTS in PRINTERS’ 
InK begin with a two-line letter, but have no 
other display. Under headings of ae 
Media, Sup a Miscellaneous and For 
Ww. ants, Bi Posting and Distributing, ‘Ad. 
vertising Novelties, Addresses and Addressing, 
Illustrators and [Illustrations and Advertisement 
Constructors, 4 lines (25 words or less) will be in- 
serted once or two lines (12 words or less) twice 
for one dollar if the cash accompanies the order. 
Additional Ba cat or insertions charged 25 cents 
a line each issu 
——_.+____ 


SUPPLIES. 
I EVEY’S INKS are the best. New York. 
4 


yan BIBBER’S 
Printers’ Rollers. 
bd ya. CARBON SLACS. 
For fine Inks—unequalled—Pittsburg. 

Ts TYPE lage BRU S NEW YORK TYPE 

FOUND 13 Chambers St., New York. 
Best and - Get their prices before 
purchasing. 


‘1°HIS PAPER is printed with ink manufac 

tured by the W. D. WILSON PRINTING INK 
Co., L’t’d, 10 ns galaaaa St.. New York. Special prices 
to cash buyers 


YAPER DE: AL ERS— M. Plummer & Co., 45 

Beekman St., N_Y., sell every kind of paper 

used by printers ‘and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


YRINTERS’ INK, Oct. 4th, important issue— 
Every old subscriber will geta copy. Over 
50,000. = vertisements, classified, 25 centsa line ; 
displ are , 0 cents a line ; $100 a page. Address 
PRINTERS’ INK, 10 Spruce St, New York. 









Advertising Novelties. 


From the Bronson Supply Co., 72 
Beekman St., New York: A miniature steel 
spider of the ‘ Neverbreak”’ pattern, It is 
sent to the trade as a sample of the goods 
made by the firm. 


From the Michigan Stove Co., Chi- 
cago: A “‘ drawing book for young people.” 


From the Chicago Dispatch: An 
imitation of a telegraph b lank, bearing asa 
message Chest erfield’ s motto: * Dispatch is 
the soul of business,’’ and the advi ice, ** Adver- 
tise in the Chicago Dispatch.’ 

From Domestic Engineering, Chi- 
cago : An ew purporting to contain a 

‘sure cure’’ for financial stringency, busi- 
ness dullness, etc. The envelope contains 
sand, and the recipient is solicited to try an 
ad in the paper. 
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PRINTERS’ INK. 


Until the 


. Silver Bill 
| Is Repealed, 


OR CHRISTMAS COMES, 


Discounts will be allowed on con- 
tinued orders for advertising in 
PRINTERS’ INK as follows: 








For 1 Month, = 5 per cent Discount. 
2 Months, -_ 10 per cent Discount. 2 
3 Months, - 15 per cent Discount. ; 
4 Months, = 20 per cent Discount. § 
5 Months, = 25 per cent Discount. ; 
6 Months, - 30 per cent Discount. 2 
7 Months, = 35 per cent Discount. g 
8 Months, - 40 per cent Discount. § 
9 Months, = 45 per cent Discount. ; 
10 Months, = 50 per cent Discount. ; 
11 Months, - 55 per cent Discount. 2 
12 Months, =- 60 per cent Discount. g 

> 





This makes a two-line classified adver- 
tisement cost Ten Dollars and Forty Cents 
($10.40) for a year, and a full-page > dis- 
played advertisement Two Thousand and 
Eighty Dollars ($2,080). This offer is sub- 
ject to discontinuance when either event 
above referred to comes to pass. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES: 
No, 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription Price : 
Two Dollars a year. Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, SEPTEMBER 27, 1893. 





UnrI the Silver Bill is repealed, or 
Christmas comes, discounts will be al- 
lowed on continued orders for adver- 
tising in PRINTERS’ INK as follows: 
PP OI. okies ce encesk 5 per cent discount 
2 months 10 per cent discount. 
3 months . «15 per cent discount, 
4 months,,.,........20 per cent discount. 
5 months, ,. .-25 per cent discount. 
6 months 30 per cent discount. 
7 months 35 per cent discount. 


8 months 40 per cent discount. 
9 months... .++45 per cent discount. 
10 months... .50 per cent discount. 
11 months... . +55 per cent discount, 


12 Months 





60 per cent discount. 
This makes a two-line classified ad- 
vertisement cost ten doilars and forty 
cents ($10.40) for a year, and a full- 
page displayed advertisement two 
thousand and eighty dollars ($2,080). 
This offer is subject to discontinuance 
when either event above referred to 
comes to pass. 





THE advertiser who orders his an- 
nouncement every other day, or twice 
a week, finds that in practice he gets 
many insertions for which he does not 
pay. In the hurry and confusion of 
‘*make-up” an advertisement is often 
allowed to remain in the form on days 
when it should have been omitted. 
This applies not only to the majority 
of mediocre papers, but to some first- 
class dailies as well. Of course, as the 
errors occur in the publisher’s own 
office, he cannot directly charge for 
these erroneous insertions, but his rate- 
card is usually framed so as to off-set 
the advantage. For example, on the 
card of the Dubuque Daily Telegraph 
we read: 


Every other day, three-fourths above rates. 
Two times a week, two-thirds above rates, 
One time per week, one-half above rates, 
One would hardly order an adver- 
tisement e. 0. d. in this paper on the 
chance of obtaining gratuitous inser- 


tions, when he considers that he must 
pay nearly as much as though he 
ordered it every day. 








A CORRESPONDENT writes to the 
Outlook (formerly Christian Union) as 
follows : 


Being a very delicate person, I am desirous . 
y 


of increasing my weight, and should think 
that cod-liver oil would benefit me. Kind]; 
advise me how to make it palatable, as 
could not drink it without destroying the 
strong taste and smell in some way ; also state 
when to take it. 

The natural reply to such an inquiry 
would be to recommend Scott’s Emul- 
sion or some other reliable preparation 
of cod-liver oil adapted for just such 
cases as this. But to give any one a 
free advertisement is against all jour- 
nalistic tradition, so the editor, in a 
long and labored reply, carefully 
dodges the question, when he could 
have conveyed information of value to 
the anxious inquirer in a couple of 
lines. PRINTERS’ INK believes in 
freely naming business houses and 
mentioning street addresses, too, if 
necessary, whenever so doing will add 
to the interest of an item. Surely no 
paper of established reputation need 
care because a few individuals of sus- 
picious nature suppose the matter to 
be paid for. 

Mr. A. H. SIEGFRIED, who has for 
a long while been Eastern representa- 
tive of the Chicago Mews and Record, 
has resigned, and on October Ist will 
become general business manager of 
the Ladies’ Home Fournal. Ilis 
salary has been $6,000, but will be 
larger in his new position. He will be 
succeeded by two men, who will en- 
deavor to keep the business of the 
News and Record distinct. 

Mr. E. Katz, who lately resigned 
the special agency of the San Francisco 
Examiner, was in receipt of an annual 
salary of $10,000, and had perquisites 
beside. 





Dr. CAMPBELL has not, as is gener- 
ally supposed, any interest in the busi- 
ness of the arsenic complexion wafers 
bearing his name. ‘The proprietor is 
H. B. Fould, who bought out Dr. 
Campbell, February, 1891. 





A PAMPHLET recently issued bears 
this interesting title: ‘‘ An effort to 
educate and reform the St. Louis 
Globe-Democrat by the St. Louis Re- 
public.” 





6s arene bans ae at 
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THERE is now going on a battle 
royal among the big department stores 
of New York over a bargain sale at 
the well-known store of Ehrich Bros., 
on Sixth avenue. ‘This sale has been 
conspicuously advertised by newspaper 
and placard by such announcements 
as this ; 





GREAT CHICAGO SALE! 


Immense bargains from Receiver’s Sale, J. H. 
Waxker & Co.'s Wholesale Stoc,k Chicago. 











This advertising proved phenome- 
nally successful, and the big store was 
crowded to such an extent as to make 
it necessary at one time to call upon 
the poiice to help preserve order, the 
regular employees being unequal to the 
task. Competing houses denounced 
the sale as an imposture, and produced 
proof that Messrs. Ehrich had bought 
only a few hundred dollars’ worth of 
the Walker stock, instead of the whole 
two millions, as implied. The leader 
in this attack was the neighboring 
house of Hearn, which peppered its 
advertisements with such quotations as 
these : 

Truth Is Mighty and Will Prevail ! 
“* The purest treasure mortal times affor 

Is spotless reputation; that away, 

Men ere but gilded loam or painted clay.”’ 


“Oh! grant me honest fame or grant me 
none.”’ 


“Though Munchausen’s fame is greatly 
known, 

Wino envies him the name he won?”’ 

Some of the daily papers have taken 
sides in this unique contest, and the 
New York Suz printed the following 
editorial : 

A Disgrace to Business in New York. 

When recently we read inthe Sv» and in 
other newspapers conspicuous advertisements 
relating how a retail house of this town had 
purchased in a single transaction $2,000,000 
worth of merchandise from a great house gone 
bankrupt in Chicago, and were offering the 
same to the public at 47 cents on the dollar, 
we thought it a bold and masterly exhibition 
of mercantile pluck and sagacity. In seasons 
like the present there is nothing that sodeeply 
penetrates the feminine heart as a bargain; 
and as the merchandise in question purported 
to be of a timely and autumnal character, and 
withal preposterously cheap, the whole affair 
looked like a fine and forthright stroke of 
business. 

Presently, however, it was made known that 
far from having bought $2,000,000 worth of 
goods, the firm had purchased only a few 
hundred dollars’ worth, and had, instead, 
simply scoured up the local market here for 
the customary commodities of the fall trade. 
This reduced the transaction to the level of a 
vulgar imposture. By fraudulent advertising 
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the public was led to believe that, by reason 
of a great commercial disaster in Chicago, an 
opportunity was presented for the purchase of 
goods at prices far below the cost of produc- 
tion, ‘The statement was false, and was put 
forth with the intent to deceive and entrap a 
credulous public, 

We are given to understand that it suc- 
ceeded ; that the shops of the Ehrichs have 
been crowded with buyers, and that they 
have been able to unload their pretended 
“* Chicago bargains ” upon a multitude of un- 
suspecting citizens. The thing isa disgrace, 
not only to the Ehrichs themselves, whose 
hope of decent mercantile repute is gone for- 
ever, but a disgrace to the fair name of this 
city, wherein honorable merchants congregate 
and acquire good names as well as wealth. It 
isan infamy of trace which we had thought 
impossible to New York, and we can only 
hope that it will be visited with a reprobation 
so severe and @ retribution so stern and so 
practical that its recurrence will be impossible. 

To a representative of PRINTERS’ 
INK Mr. 5S. W. Ehrich said, in reply to 
these attacks, that the art of advertising 
is to compel attention, and the means 
taken to accomplish that end are not a 
fair subject for criticism, provided good 
value is given for the money and the 
bargains offered are genuine. Point- 
ing to the customers that thronged the 
aisles, he said: *‘ How many of these 
people ever heard of Walker before, or 
care anything about him? All they 
want is bargains, and as long as we 
give them why should any one com- 
plain? We obtained permission from 
the Walker Co.'s receiver to use their 
name in our advertising, but we merely 
used it as an eye-catcher, It is true 
that we have bought only a small por- 
tion of the Walker stock, but then we 
have never directly claimed to have 
bought it all—although I admit that 
the idea might have been implied. ‘To 
advertise in this way is a common 
thing among all the houses in our line, 
and Mr. Hearn himself has done the 
very same thing lately. Our sale has 
simply been phenomenally successful, 
and the other stores feel hurt. Why, 
on one day we had to shut the doors 
twenty-five times, and that the sale has 
kept up steadily for two weeks is the 
best proof that the public is satisfied. 
It is no worse for us to advertise in 
this way than for the New York Sun 
to announce that it has the largest cir- 
culation in the country, or for a paper 
to claim that it prints a great many 
more copies than it does.” 








— 

“* My subscription to Printers’ Ink will ex- 
pire in a few days. | therefore inclose you 
$2 in payment for another year, | wish that 
every investment I made would pay me the 
same percentage of profit.”—Chas. S. Rees, 
Philadelphia. 
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READY-MADE ADVERTISEMENTS. 


Original Suggestions From Various Contributors. 





Readers of Printers’ INK who make use of any advertisements appearing under this 


head will confer a favor by mailing a marked 


Printers’ Ink, Newspaper lox 150, New York City. 


kor Shoes. 
* Breaking In.” 


Many a man has “‘ broken out’’ in a passion, 





and felt all * broken up” trying to get a new | 


pair of shoes ‘“‘ broken in.” He has had to 
* break off’? many an engagement on account 
of crippled feet, and has gone ** broke’’ many 
a time trying to get relief for his corns—the 
direct cause of ill-fitting shoes. 

But, nowadays, things are different. With 


aged The 
‘* Phit Eesi ”’ 
Shoes 


came absolute foot-comfort from the first 
wearing, and no “ breaking in”’ is required. 
A good-looking, good-wearing shoe, costing 
but $5, and worth twice the money. 

JAMES LAST & SONS. 


For Stoves—(By Fohn Z, Rogers). 
The Man Who Wrote the Song 


* Fle never cares to wander 
From his own fireside,” 
was inspired while sitting before one of our 
Fireside Parlor Grates. We don’t admire the 
song, but we can't blame the man, and you 
wouldn’t if you knew what comfort there is 
in our Stoves, Grates and Ranges. 
We sell all kinds of Stoves and Stove Ware. 
PIPE, STOVE & CO, 


For any Business—(By C. A. Bates). 


IS THE BEST 
GOOD ENOUGH ? 


Surely this we have is good enough 
for anvbody. It is the best weever saw, and, 
at the price (—— dollars), is very much better 
value than anything similar to be had in the 
city, It’s the biggest bargain in our stock 
to-day. 








V. BLANQUE & CO., 
97 Rue Tripoli. 


copy of paper containing same to the editor of 


For Stationery—(By Wm, Bancroft). 


Elegance 
| Stationery. 


| You are careful about your writing paper, of 
course—nothing shows good breeding more 
clearly than correct correspondence. 
But your little notes to “the butcher, the 
baker, and the candle-stick maker’’ do not 
| need to be on such fine-quality paper as your 
| epistles to friends. You can save money there 
| by using our cheaper grades of paper and en- 
| velopes, 
The best is here—also the next best. Both 
correct in every way. Send for samples, 





For a Grocer—(By C. A. Bates). 


THIS TIME 
IT’S ABOUT TEA. 


Ideas that are wrong prevail concerning 
tea. Itis not a “toy’’ beverage, only good 
for society functions, but a good, honest, in- 
vigorating drink Yftentimes it will cure 
headache, It is clean, wholesome, palatable— 
if it 1s good tea. The English Breakfast 
brand that we sell at 80c, a pound is thoroughly 
good and has a delicious flavor. 


PECK & CO., Grocers, 
17 Market St. 











For a Furniture Store—(By Top O' Collum). 


A lady upon being asked what 
she thought was meant by the 


| Pestilence That 





Walketh In Darkness 





replied that, in her opinion, it was bed-bugs. 
Our Brass Skeleton Bedsteads were specially 
devised so that there should be no lurking- 
place for these pests, We have the old- 
fashioned wooden bedsteads in all styles for 
those who don't care to pay the extra price, 
but we advise every one to buy the brass 
kind—you'll find nothing so brightens up and 
beautifies the bedroom, 
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For Hats—(By Top O’ Collum). For Drugs. 





Kings Wear Crowns, | SENSE 





but private citizens of taste prefer our 

fall Derbys. The crowns of the newest | of the commonest kind urges us to conform 
hats are somewhat higher than last sea-| to the usages of modern society. Perfumes 
son’s and are bell-shaped. If you come! on the toilet table are not, nowadays, so much 
to us a luxury as a necessity, 


You Can 


Wear a Hat SCENTS 


that is correct in style and with $5 wear | of all kinds we have in stock—every known 
in it—but it only costs you $3. You may | aroma, the most popular and the most rare. 
be proud to have your friends see our| But we do not charge excessive prices for 
name in the lining of yourhat. It means them. A few 

that you are a man of taste and dis- 


neva sous & CO. | CENTS 


will pur: hase a bottle of delicious perfume. 
One trial convinces. 


For Soap. PESTLE, MORTAR & CO., 
PITY Pure Drugs and Perfumes. 
YOUR 





WIFE —_— 
u sietaato arte waning amd — |The Neighbors Say— 


make it as easy for her as you can, 


HOW ? and they ought to know, for they’ve dealt 
Why, buy her some of the with us for a year or so, that the finest Tea 
they’ve tasted yet in our establishment thev 
*¢DRIVEN SNOW SOAP.” get. Our coffee, too, in many ways comes in 
| for a right good share of praise. Its strength, 

It whitens the clothes, lightens the work, : : er 

: " ¢ ay too. » § 3 Ce 

brightens the temper, and heightens her and aroma, Javor, too, your drooping spirits can 


your satisfaction. Besides which it saves | TDeW- The sugars, spices that we sell are 


said all others to excel. Our butter’s always 


money. 

Unlike other soaps, it is as good in the fresh and sweet—the prices your approval 

toilet or bath as in the laundry. meet, and we will guarantee to please all cus 
CENTS tomers in eggs and cheese. 

5 PER CAKE. Our canned goods wili be sure to suit, fish, 


vegetables, meat and fruit; in fact, we claim 
that all we keep is wonderfully good and 
cheap. To prove what we assert just try us 
once, and here you'll always buy. 


Don't forget ** DRIVEN SNOW SOAP.” 


For Dry Goods—By Top O’ Collum). | BOX & BARREL, 
Cut out the following and show it to your Cash Grocers. 


husband, 


i ! 

Advice to Husbands ss | Men's Furnishing—(By Yohn Z. Rogers). 
Don’t blame your wife because she , 
likes dress. Give her enough of an al-| The Young Man S Fancy 
lowance to enable her to dress well, and | 
you will be proud of her. Wonderful | 
how much happier and brighter she'll | 
be in a new dress made from one of 
those beautiful silks we’ve just im-| |... ee -_ 
ported. Woman's province is to look WE HAVE UNDERWEAR 
pretty, but she needs fine feathers to) THAT WILL OUTWEAR 
set her off. Perhaps if your wife doesn't ANY UNDERWEAR 
look quite so attractive as when you 
were courting her, it is because you SOLD ANYWHERE. 
have been stinting her about her clothes. 
Just put a good big greenback in her 
hand and send her to 


COUNTER, JUMPER & CO. S. HEERT & CO. 





doesn’t turn to thoughts of love 
in the fall. On the contrary, he 
begins to think of Underwear, 


4-11-44 Coon Street. 


The prices are from soc. to $5.00 a Garment. 
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WITH ENGLISH ADVERTISERS, 
By T. B. Russell. 
Lonvon, September 6, 1893. 
As I anticipated, Mr. Pearson has 
been prosecuted, under the act of Par- 
liament which applies to lotteries, for 
the weather forecast competition in 
Pearson's Weekly, described by me in 
a recent letter. He was charged be- 
fore the police court magistrate, who 
_ very properly ruled that the competi- 
tion, though it might be a game of 
skill if indulged in by persons having 
facilities for and knowledge of mete- 
orological science, was, so far as the 
run of people is concerned, a pure 
gamble, and Mr. Pearson was accord- 
ingly fined £20, which is not an ex- 
cessive penalty. The astonishing thing 
is that any one could expect anything 
else. Itis not the least objection to 
it that it degrades journalism to what 
Punch once neatly called “ lottery- 
ture.” 
# = & * * 
Mr. Barratt, perhaps encouraged by 
Pears’ Annual, a colored Christmas 
number which he has issued twice now, 
has got out Pears’ Pictorial, a large 
quarto illustrated paper, to be issued 
once in three months. A little general 
advertising appears in it, but the bulk 
of the spare space is occupied by ads 
of Pears’ Soap. As in the case of the 
Annual (which sold chiefly on the 
strength of its colored plates, which 
are lacking to the Pictorial), the con- 
tents suffer by a great lack of variety. 
It sadly needs an editor, There are 
numerous illustrations, but they have 
rather an air of being second-hand 
electros. Altogether, it would be hard 
to pronounce it an entire success, 
With care, it may, perhaps, be made 
one, 
x a # * 
The Dorothy Dentifrice Company 
has recently begun to use an advertise- 
ment of striking ingenuity and lavish- 
ness, in the shape of ‘‘ The Dorothy 
Song Album.” This is a book of forty 
standard English songs, words and 
music, beautifully printed, to full 
music size (14% inches by 10% inches), 
on excellent paper, and in .no way dif- 
fering in appearance from books of 
the same class sold at five or six shil- 
lings apiece. It bears no advertise- 
ment—though I think it might very 
well do so—and is altogether a very 
eligible gift book. The idea is to keep 
customers by offering an inducement 


to the use of the Dorothy Dentifrice. 
This is a tooth powder, whose quality 
is not in any way allowed to suffer for 
the presentation, It is a very good 
powder indeed. Although a new 
thing, comparatively, a Plediscite, or 
voting competition in a trade jour- 
nal here, showed it to be sixth 
in popularity among the advertised 
dentifrices. It is put up in three- 
penny, six-penny and _ one-shilling 
packages, and the ‘* Album” is given 
under the following conditions : 
Twelve of the outer printed envelopes in 
the case of the three-penny size, or six of the 
outside printed wrappers of the six-penny 
size, or three of the outside printed wrappers 
of the shilling size must be returned to us, to- 
gether with three penny stamps for postage, 
when the Album will be sent back by return 
of post. 
The ingenuity of this will be appreci- 
ated when it is perceived that every 
time one buys a packet of the denti- 
frice there is an additional reason for 
buying yet another. If you have got 
six envelopes, it is a pity not to go on 
and use six more and have the song 
book! Mr. Frank Derry, managing 
proprietor, interviewed on the subject, 
said that the company is entirely satis- 
fied with the outcome of this piece of 
advertising. ‘‘ Of course,” he ad- 
mitted, ‘‘it is very expensive. - If 
every dozen of three-penny envelopes 
sold meant giving away an album, we 
couldn’t do it ; we would have to put 
up the shutters. It is only a propor- 
tion of the purchasers who send for it. 
We are not afraid of losing the trade 
of those who don’t send. ‘ Dorothy’ 
has merit enough of her own to hoid 
purchasers, but the album helps to es- 
tablish a habit ; it makes trade among 
people who would be apt to carelessly 
take up the first tooth preparation that 
came to hand. By the time they have 
used enough to get an album I am 
vain enough to think that they would 
not desert us on any account, and they 
thus become permanent buyers.” I 
asked him whether he thought much 
of testimonials in advertising a toilet 
article. He said: ‘‘ Yes; but not 
testimonials from nobodies. The 
names must be those of well-known 
people, as you have yourself said in 
one of your articles. We have testi- 
monials for the Dorothy Dentifrice 
from Henry Irving, Miss Ellen Terry, 
Minnie Palmer, Miss Fortescue, Letty 
Lind, Grace Hawthorne, Silvia Grey, 
and a number of other theatrical celeb- 
rities, No, I don’t think there is any 
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prejudice against testimonials from the 
Stage, at all events in the case of a 
toilet article. it is the business of 
these ladies to look pretty ; the public 
knows that, and appreciates the fact 
that they are pretty certain to employ 
the best means available to that end. 
Consequently, their opinion carries 
weight. Mr. Irving's name,too, would 
be, of course, unimpeagiable in any 
connection.” 

‘** What do you think of the plan, 
often adopted, of working two or three 
articles together ?” 

** Under one name? I think it ad- 
mirable. We have already ‘ The Dor- 
othy ‘Tooth-Brush,’ and have just gone 
in for several other toilet articles.” 

Mr. Derry is an enthusiastic disciple 
of PrinrTEks’ INK. He said to me 
once—perhaps it was a little of a hy- 
perbole, but the intent was clear—‘* I 
believe all that I ever paid for PRINT- 
ERS’ INK has repaid me a million fold 
over,” 

One of the Dorothy Dentifrice Com- 
pany’s advertisements is shown in re- 
duced fac-simile herewith. 


piitipger FOR 


Pearly White Teeth 











USE 
Dorothy Dentifrice. 


Miss Ellen Terry and many notable people use 


and praise the Dorothy Dentifrice his ideal 
tooth powder cleanses, polishes, beautifies and 
saves the teeth. We shall 





be pleased to send a sample 


GIVEN = J packet, with valuable itl 
book on the care of the 
AWAY. teeth, toevery reader of the 








Penny ILLusTRATED Paper 
who sends a penny stamp for postage. 

Address Dorothy Dentifrice Company, E De- 
partment, 11 and 13 St Bride St., London, E. € 


* * * * * 








Substitution on a wholesale scale is, 
it appears, amenable to the criminal 
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law. Mr. Epps prosecuted several 
men for conspiracy to defraud, the 
other day, under the following circum- 
stances: Since the middle of July 
Messrs. Epps have received complaints 
respecting their cocoa from grocers, on 
behalf of customers to whom it had 
been sold. The complaints were to 
the effect that the cocoa was inferior in 
quality. Asa result of the complaints 
Messrs. Epps made investigations, and 
found that the cocoa complained of was 
not theirs at all, and that the label on 
the packets in which it was done up 
was a forgery, though it was a re- 
markably exact imitation, Further in- 
quiries showed that a fraud had been 
going on to a large extent, and that 
three of the accused had been going 
about and offering what purported to 
be Epps’ cocoa at somewhat reduced 
prices. It was said that they accounted 
for the reduction in price by stating 
that they were selling it for grocers who 
had failed, or on account of a railway 
company having sold it off, owing to 
the non-payment of their charges by 
consignees. A detective engaged on 
the case found a bench with cocoa- 
dust on it, a zinc bath, at the 
bottom of which was some cocoa, 
four wooden  packing-molds, four 
pieces of wood used with them, 
between one and two thousand labels 
with ‘‘ James Epps & Co.” on them, 
a packing-pestle, a pair of scales, some 
stencil-plates, ink, and paste-brushes, 
some thin brown paper corresponding 
to that in which the cocoa was done up, 
and two of Epps’ cocoa-boxes. In a 
drawer in the kitchen he found in- 
voices for 15 cwt. of cheap cocoa, which, 
it is deciared by the prosecution, 
the prisoners palmed off as the well- 
known product of Epps & Co, The 
prisoners were remanded without bail, 
and there the case rests up to the time 
of writing. 
+ s * * + 

The Admiral Cigarette is being ad- 
vertised in England by an imposing 
and very finely executed poster in 
colors, printed in New York, and 
doubtless well known there—** Farra- 
gut at New Orleans.” Insular igno- 
rance may be pardoned, perhaps ; I do 
not happen to know at the moment 
who this distinguished man may have 
been, but he makes a capital cigarette 
advertisement, 

+ *” * * * 

Apropos of frequent remarks in 

PRINTERS’ INK on proved circulation, 
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a correspondent calls attention to the 
practice of the Kentish Express, an 
English newspaper of high standing. 
This journal prints in each issue a 
statement of the exact number sold 
(not printed—sold) of the previous 
issue, Nothing could possibly be more 
to the point than that. 
* * *% * + 

The English edition of the Pal/ 
Mall Magazine, the property of Mr. 
Astor, is having a boom, and is mak- 
ing things very hot for some of the 
other shilling monthlies. The Zxglish 
Illustrated Magazine, a sort of six- 
penny //arper’s Monthly, has been 
bought by Sir W. J. Ingram, of the 
Illustrated London News. It used to 
belong to Macmillan & Co., but was 
only recently sold by them to Mr, Ed- 
ward Arnold, who has, apparently, 
soon had enough of it. It is very dif- 
ficult to make a high-class sixpenny 
monthly ‘‘go” here. The Strand 
Magazine does 300,000 and more, but 
it is essentially popular in character. 

* ¥ ea * 

The Studio, an artist's magazine, 
published here monthly, announces a 
couple of small prizes for the best one- 
printing wall poster designs, suitable 
for advertising itself. It will be very 
interesting to see how the artists solve 
this long-standing crux, and I shall 
return to the subject after the close of 
the competition, which is open till Oc- 
tober 1st. It is confined to non- 
professionals. 








PLATE MATTER. 
‘By ‘Bert M. Moses. 

A history of the revolution caused in 
newspaperdom by the advent of plate 
matter could not be written without 
giving a history of the American Press 
Association, with headquarters at 45 
and 47 Park place, New York City, 
which had an unpretentious beginning 
in 1882. True, detachable plates were 
made prior to that date by others, but 
they were crude, imperfect, unsatisfac- 
tory to publishers. The field covered 
was small—principally cheap fiction 
and rather stale miscellaneous matter. 
The product had little to recommend 
it as superior to ready-prints. So this 
article must necessarily be a brief story 
of the rise and triumph of the great 
concern mentioned, for its birth marked 
an epoch in provincial journalism, and 
to-day it has practically no rival in its 
peculiar field, 


An humble start was made in 1882, 
with the fixed purpose of infusing 
freshness and sparkle into the much 
abused plates. ‘The daring proposition 
was advanced of furnishing daily tele- 
graphic news in plates! The idea 
looked ridiculous to many, but to-day 
600 papers in this country and Canada 
use daily plates, and their columns 
sparkle with the fresh, condensed news 
thus furnished. ‘This feature is the 
principal one in the business. The 
telegraphic plates are made up from 
full United Press reports, supplemented 
by news gathered after the metropolitan 
papers have gone to press. They are 
shipped by express on trains leaving 
later than those carrying the city papers, 
and fresher news is often furnished in 
plates in this manner. Fourteen 
branch offices are scattered throughout 
the country, and from these points the 
plates are shipped daily into the farthest 
corners of the land, in each instance 
the complete United Press report being 
used. Brief additional reports by wire 
are sent, covering occurrences taking 
place after the plates are shipped and 
before the papers goto press. Thus 
the Smallville Souter not only competes 
with its big city rivals in general news, 
but has the advantage of giving local 
news in detail. In offices using the 
daily service are exhaustive reviews of 
the world’s great men and women, by 
Gath and others, made up in plates and 
ready to be used at the moment disso- 
lution comes. When this happens just 
at press time, the provincial journal 
far outstrips metropolitan competitors, 

Plates are furnished in ‘* pages ””— 
that is, six columns, each 20 inches in 
length, and are set in minion, brevier 
and bourgeois type. In offices using 
them is a set of metal bases with pe- 
culiar grooves. The under sides of 
the plates have projections that fit 
snugly into the grooves on the bases, 
and upon the arrival of the plates the 
printer has but to mount them on the 
bases, and away he goes to press in a 
jiffy. A portion of the bases is fur- 
nished in various lengths, and plates 
can easily be cut and mounted on bases 
of similar length. The weight of a 
page of plates is but nine pounds. 
Plates are never sold outright, oniy 
the use of them, oid metal being re- 
turned by freight. 

Only finished journalists, skillful ar- 
tists and the best mechanics are em- 
ployed. ‘The result is that thousands 
of papers get the benefit of the brains of 









































the bright lights in journalism. And the 
marvelous thing is the small cost. 
Think of getting the original product 
of such celebrities as Revs. Talmage | 
and Dixon, M. Quad, Bill Nye, Gath, 

Olive Harper, Walter Wellman, and 
of leading writers in special fields of 
literature, for from $1.20 to $2.00 a 
page! No editing, no composition, | 


no proof-reading, no wear and tear of | fluence of plates be measured ? 


type, no cost of manuscript ! 

Matter of every nature is furnished. 
No field of learning, research or interest 
isignored. Pages are issued regularly, 
relating to science, art, religion, fiction 
{serials, novelettes and short stories), 
sensation, sports, humor, agriculture, 
live stock, horticulture, road impreve- 
ment, temperance, labor, chronology, 
poetry, current illustrated matter, corre- 
spondence, fashions, women and chile 
dren, deeds of daring, stirring stories, 
secret societies, international Sunday- 
school lessons, puzzles, politics, para- 
graphs, World’s Fair, miscellaneous 
matter galore, etc. Many of these pages | 
are profusely illustrated by fine artists, | 
and to the American Press Association | 
must be given credit for raising the | 
standard of newspaper illustrations. 


Sermons delivered by Revs. ‘Talmage 
and Dixon are furnished in advance, 
and shipped in time to be used on the 
day following delivery. A standing 
order from a publisher for any feature 
secures the exclusive franchise for that 
feature in his bailiwick. It must not 


be inferred that the smaller papers only | to the live stock inte 


use these plates. Several of the prom- 
inent journals in cities ike Boston and 
Philadelphia find them valuable. The 
identity of the plate is sometimes hidden 
by cutting off the head-lines and substi- 
tuting others in type. Plates also find 
in 


their way to appreciative patrons 
England, Australiaand Alaska. Many 


features are furnished in the German 
language. 
Double-column pictures of current 


interest are issued daily and weekly in 
plates, being often anticipated. These 


are largely used by the great journals 
of the country. Finely illustrated an- 
niversary pages and special features of 
timely interest are also gotten out. 
Another departure is ready-made double 
and single column ads and advertising 
cuts, some of which have appeared in 
PRINTERS’ INK. Editorial matter, 
even, is furnished. ‘Thus the poor ed- | 
itor can edit his paper by simply or- 
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| reading notice, 


| papers 


dering the class of matter he wants, igs 
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|and has plenty of time to devote to his 


to solicit the seductive 
to contract with adver- 
tising agents for tops of column next 
to reading matter, and to prod the de- 
linquent who has failed to bring in 
squashes on subscription. His paper 
is larger, better, more profitable. 

How can the power and silent in- 
How 
many new papers have been started and 
old ones enlarged since the inception of 
this system? Into how many addi- 
tional homes have the thoughts of great 
writers found their way? How many 
pages have been added to Rowell’'s 
Newspaper Directory ? 

The forward strides of 
are traceable mainly 


local columns, 


provincial 
to this 
source. 

Injustice would be done in this ar- 
ticle if credit were not given to Major 
O. J. Smith, whose gifted foresight 
enabled him to see the future of plates, 
and whose genius is the guiding star of 
the great concern to this day. 


SOME LEADING NEWSPAPERS. 
IA. 


CALIFORN 


ae Rn HOME, = Francisco 
2rage monthly 39, by far the largest 
9° of any monthly in r ‘alifornia. 


COLORADO. 


Leaey Le HERALD-DEMOCRAT—Is 
gher circulation rating — any 
ner daily" Z Colorado outside of Denv 


MASSACHUSETTS, 


Farm-Poultry, Boston, monthly: 
circulation 30,711, much larger than any other 
publication in Massachusetts devoted specially 

ast, or than any other 


Poultry journal in the U ad States. 


NORTH AND WEST, 


Minneapolis, is among the only seventeen 
weekly papers in Minnesota to which the Ameri 
can Newspaper Directory accords a circulation 


of more than 7,500 copies each issue. From De- 
















Is given an av- 
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regular 











troit, Mich., to Denver, Colo., Salt Lake City, 
Utah, and Portland, Or., it « verywhere enters 
the homes of Presbyterians. 

MISSOURI. 


MEDICAL BRIEF, monthly, St. Louis, has 
a regular issue of 30,473 copies, guaranteed by 
American Newspaper Direc tory, a larger circula- 
tion than any other medical journal in the world. 


REPUBLIC-—St. Louis. Its daily edition is 
one of the (only five) daily papers, and its Sun- 
day and week ity editions are two of the (only 
forty ~seve | weekly papers in Missouri, the exact 
accurac whose circulation ratings the Amer- 
ican Ne wepaper Directory guarantees by a #100 
forfeit. Its record shows a regular issue for the 
past year of 52,746 copies daily. 52,746 copies Sun 
day and 140,808 copies weekly, which is the larg- 
est guaranteed circulation in the State. No other 
a or weekly of a daily in St. Louis furnished 
the Directory with a statement in detail of actual 
circulation every issue one year. 


OHIO. 


The American, Builder 











s Cleveland, 
sis accord- 


he largest circulation rating of any archi- 
tural or builders’ journal west of New York. 
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THE SUN AND VOICE 


CLEVELAND, OHIO, 
is the only exclusive Sunday paper in Cleve- 
land, Ohio (16 pages), the exact accuracy of 
whose circulation ratings the American Newspa- 
per Directory guarantees by a $100 forfeit. Its 
record shows a regular issue for the past vss 


of 21,000 copies. 
ON VT. ARIO. 


SUNDAY SCH@DL BANNER | 


The Sunday School Teachers’ Journal of Canada, 
Toronto—Is one of the (only six) monthly publi- 
cations in Toronto, Ontario, the exact accuracy 
of whose circ ulation ratings the American 
Newspaper Directory guarantees by a $100 for- 
feit. Its record shows a regular issue for the 
past year of 16,975 copies. 


PENNSYLVANIA. 


_Pitt«burgh PRESS has the largest circula 
tion rating of any daily in that city, viz: 40,964 


TENNE SSEE 


MEMPHIS APPE AL-AV ALANCHE— = 
farce a larger circulation rating for its daily, 
arger circulation rating for its Sunday and . 
larger circulation rating for its weckly than is 
accorded to any other daily, Sunday or secular 
weekly paper in ei e, 








Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified positiin—if granted 
Must be handed in one week in advance. 





SE ATTLE TE GRAPH, the leading 
Democratic daily north of San Francisco. 


QuP ERIOR Mechanic: cal Engraving, Photo E lec- 
s trotype Eng. Co.,7 New Chambers St , N. 


JOB PRINTING Pils and note | 





] . IN DEVE NDENT. Own your own news 
r. Send for estimates to PICTORI AL 

WE mt KI TES CO., 132 Nassau St , New York City. 

GERM ANI Magazine for the study of the 
German lang. and litt For 


sample copies, rates of advertising. etc., address 
GEI ai A, , Mane chester, N. H - 


Li cC Always pays 
Advertisers 


5 CR N 10 N w ashington. - » Week. 


A COPY OF oun 80,000 
| Proven. Only 15 cts. 
line. “ONCE A MONT a,” 
Detroit, Mich. 

HOPKINS & ATKINS, 

bat eres D.C, 2 

expe ann. 
wv rite for tatormation 

— - 
‘The Housekeeper, = 


Home Paper. PayS Advertisers. 


Re —Visiting Cards. We will engrave a 
copper plate and print 50 visiting cards for $1.00. 
Samples, 4c. Satisfaction guaranteed. For 10c. 
we will mail copy of our book, “Card Eti 
quette.” ad BELLM: N BROS., Toledo, 0. 











want pay ying returns, bes sure 
to oa A th -eople meee 
io nly, “TH HOUS 
D pitbT, New fis 
ven. Cire’ n over 10h. wy go 4 60e, - per line. 


RAP D ADDRES SINC 
The only authentic Trade Lists, cnvelopes and 
Wrappers addressed in a hurry by mac nog ry. 
Names guaranteed absolutely correct. For par- 
ticulars address FD. BELKNAP, Prest., 314, 316 
Broadway, New York Cc ity. 


WATCH ES ae 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPH!A WATCH CASE CO., 
- RIVERSIDE, N. J. 
your ¥ 


BOO TOWN = 


We have told many—and will tell you 
H Ne rite! Chi. Photo. Engraving Co. 
0 185 Madixon St. » Chie cago. 


THE “EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 


Circulation, = - = - (5,500. 
Advertisers find IT PAYS! 








The Sacred 


Or Boston, 


Heart wee 


THe Great Reticious Weexty or New Enctanp. 





tA SMALL MAN 


AN 


JEOROBOBOSOEOIOROIOROSOROEOROROR: 
BIG B 


CAN OPERATE IT 
"MEW MODEL’ 
E Shy” WES PERPEL TING PRESS 
: CAMPBELL a PRESS 


G& MF 


co. 


CANE W_YORK pe CHICAGO 


WRITE AND SEE 
How IT'S DONE 








—— 














PRINTERS’ INK. 











Fy advertiser will make no mistake by putting out 
orders now, if he selects a medium that has 
earned the right ‘to stand well up in its class. But, 
better still, let him use the leader of them all, 


* ALLEN’S LISTS * 


and thereby profit quickly and well. If you are too late 
for October do not skip the issue for November, or you 
may lose a good Christmas trade, likewise the benefits 
of a seasonable start. 


FORMS CLOSE ON THE 18ru. 

















Neat Printing 


IS THE KIND YOU WANT. 
=eon 
WORK THAT IS DONE IN A SLOVENLY 
MANNER, FOR A CHEAP PRICE, IS NOT 
THE KIND THAT PAYS EITHER THE 
CUSTOMER OR THE PRINTER. 
ee 
E have the facilities to turn out—and DO turn 
out—a VERY FINE GRADE OF PRINTING, at 
A REASONABLE PRICE. 





Address all orders for WM. JOHNSTON, 
Printing to _—_—__—— MANAGER PRINTERS’ INK PRESS, 
10 Spruce St,, New YORK, 
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PRINTERS’ INK. 








mommmmnemeyues | 
| OETA A LIF LIFES 








In an article published on Sep=- 
tember 3d, 1893, 


= \aZ 
Che SS—= Sui 


credited THE RECORDER with a 
larger circulation than any other 
two-cent newspaper, except THE 
SUN and one other, and 


REMARKED: 


ae 


The Recorder 


IS A FAVORITE 
WITH WOMEN.” 














: > As it is “generally mnie that 4 » 
women spend nine-tenths of the 4_ 
money that men earn, the moral * 
is distinctly visible. 



























PRINTERS’ INK. 







































NEW YORK. 
A HIGH-CLASS FASHION PAPER PUBLISHED FOR THE MILLION. 


50 Cents a Year. Single Copies, 10 Cents. 
ISSUED MONTHLY. MARIE JONREAU, Editor. 
The Best and Cheapest Fashion Paper Published in the World. 


2a a wana 


A JOURNAL FOR WOMEN. 


THE QUEEN OF FASHION is es- 
sentially a woman’s paper and ap- 
peals directly and most strongly to 
the fe purchasing class who 
spend their money freely, but at the 
same time desire full value for it 
in return. Its subscribers are the 
great intelligent class who have 
money to spend and who are cop- 
sumers that pay ready money for 
what they receive. 

Women who make their own 
dresses, those who shop and buy 
material for the same, look after 
their own homes, and, in fact, see 
where their money goes and what 
they got for it, are the ones who are 
the staunchest supporters of this 
paper. 

ADVERTISERS who desire to 
place their wares before the million, 
should remember the above facts 
when looking for an advertising 
medium, and not forget that THE 
yh a OF FASHION is one of 
the best. 

THE PURCHASING PUBLIC who 
buy goods are divided into three 
classes: The select 10,000, the well- 
to-do 100,000, and the more or less 
prosperous million. Nine-tenths of 
all the fortunes are made from the 
} trade of the 100,000 and the million, 
because they buy nine-tenths of all 
the goods which are sold. They are 
the people also who respond to ad- 
vertisements and who buy for cash 
or pay their bills promptly. The 
merchant or any advertiser who 
caters successfully to the 100,000 and 
the million will get all he cares for of the trade of the select 10,000. They rarely 
answer an advertisement and are proverbially “slow pay.” —Stewart. 

THE QUEEN OF FASHION not only has the largest circulation of its class in 
this country, but reaches the homes of “the 100,000” and “the million” more 
completely than any other Fashion Paper. 

ADVERTISING RATES: 80 Cents an Agate Line; eight words to the line, 
fourteen lines to the inch. Five per cent. discount for cash with order 























J. H. RINGOT & CO., Publishers, Union Square, New York. 









THE DOCTOR 


we employ to save us in cases 














of sickness. His skill generally 






is of great benefit to us. 


THE LAWYER 


we employ to protect our in- 















terests and guide us through 






the intricacies of litigation. 


IN ADVERTISING 


it is also necessary to employ 
an expert and honest Agent, 

















who prescribes for and advises 





us, saves our time, retrenches 






our expenditures and helps to 





assure Our SUCCESS. 


THE INFERENCE : 


When about to advertise, write, 



















or call on 


The Geo. P. Rowell Advertising Co., 


10 SPRUCE ST., NEW YORK. 





















